that bureaucratic structures in research organizations have an impact on decision making.
The purpose of our study is to determine whether perceived ethical behavior is influenced by the bureaucratic structures and policies (codes of ethics) of the diverse organizations that participate in the marketing research process. More specifically, we investigate the relationship between three facets of bureaucracy-formalization, centralization, and controls-and perceived ethical behavior. This relationship is examined in the three types of organizations involved in marketing research activities-data subcontractor organizations, research firms (marketing research agencies), and corporate research departments.
CONCEPTUAL FRAMEWORK
Ethics has been defined as " . . . inquiry into the nature and grounds of morality," where the term "morality" is taken to mean "moral judgments, standards, and rules of conduct" (Taylor 1975 , p. 1). Ethics in the context of marketing research warrants special analysis because the participants (data subcontractors, research firms, and corporate research departments) have different objectives. French and Ebner (1986) suggest that data subcontractors and their clients have different objectives that create conflict and each use different philosophical frameworks for ethical decision making. Corporate research departments are often results-oriented, with their evaluation depending on the success of their recommendations. Many decision makers in corporate research departments may be consequentialists or users of teleological moral philosophies (French and Ebner 1986) . Teleological philosophies pertain to the moral worth of a behavior determined totally by the consequences of the I I I behavior. Utilitarianism, a teleological philosophy, states that if a particular technique works for the greatest balance of value for all persons, it could be considered ethical. In contrast, data subcontractors often are evaluated on "how well they have abided by a set of standards and rules" (French and Ebner 1986, p. 50 
MODEL DEVELOPMENT
No empirical studies have been conducted to determine whether bureaucratic structure is related to ethical behavior. Because marketing research organizations differ significantly in their task environments, any relationship between bureaucratic structure and ethical behavior would be expected to vary across organizations. Therefore we developed models incorporating concepts of bureaucratic structure to predict ethical behavior in marketing research organizations. The models include the dependent variable ethical behavior and predictor variables representing bureaucratic structure.
Bureaucracy was selected because it is related directly to the development and enforcement of codes of ethics. A bureaucracy is a "continuous organization of official functions bound by rules" (Weber 1947, p. 330) . Rules, standards, and systematic procedures enable organizational activities to be oriented toward objectives. Also, each lower department or function is assumed to be under the control and supervision of a higher one. "Administrative acts, decisions, and rules are formulated and recorded in writing" (Weber 1947, p. 332) .
Beginning with Weber's studies at the end of the nineteenth century, numerous researchers have examined organizational structure and have disaggregated bureaucracy into its component parts, using them as variables in analyzing organizational structure (Hall 1963 ). These variables include formalization of operating procedures, centralization of authority, and controls (Aldrich 1979 Authority is located in the formal hierarchy and reporting relationships of the bureaucracy. Two properties that identify authority are (1) position in the organization, rather than personal characteristics, and (2) the compliance of subordinates because they perceive that superiors have a legitimate right to exercise authority (Grimes 1978) . Subordinates obey authority because it is something they respect and they often go along whether they agree with a superior or not. The acceptance of authority should improve ethical behavior within the organization.
Controls
Organizational control is a cycle that includes the three stages of target setting, measuring or monitoring, and feedback (Ouchi 1977) . Obviously, one strategy for control could be market control whereby exchange relations and ethical behavior are monitored. Controls in the bureaucracy can consist of rules, standards, and internal procedures that could influence ethical behavior. The organizational culture also can exert control by influencing shared values and philosophical orientations toward ethical behavior.
METHOD

Sample
Data were collected by a self-administered questionnaire mailed to a sample of 1500 researchers. The frame used was the membership list of the Marketing Research Association. The corporate classification was supplemented by the American Marketing Association (AMA) membership list because the Marketing Research Association has less than 500 members in that category. All respondents were chosen by systematic sample selection. The sample was inspected to ensure no duplication. The final mailing included the questionnaire, a cover letter, and a stamped, pre-addressed return envelope. From a single mailing, 550 usable questionnaires were returned. Additionally, 52 questionnaires were returned by the post office, resulting in a 37.9% response rate. This response compares favorably with that of previous surveys on this topic (cf. Hunt, Chonko, and Wilcox 1984).
Thirty percent of the researchers responding were data subcontractors. As expected, more women (86%) than men (14%) represented this type of organization. About 45% of the respondents were employed by research firms. Respondents in this type of organization were more balanced in terms of women (54%) and men (46%). Finally, 25% of the repsondents worked in corporate research departments; 53% were women and 47% were men.
Measures
Formalization, centralization, and controls were measured by scales adapted by John (1984) . These scales indicate the extent to which the operating procedures of a firm are structured (formalization), responsibility is delegated (centralization), and rules are enforced (controls). Acceptance of authority was measured by a scale developed by Withey (1965) that indicates the extent to which an individual tends to obey orders and respect authority.
Development of a scale to measure ethical behavior was consistent with procedures suggested by Churchill (1979) . A pool of 70 items for the ethical behavior scale was generated via prestudy interviews with marketing researchers representing each of the three organization types. Hence these items were developed specifically for our study. Items were judged for face validity by a panel of 11 marketing researchers to detect any problems in wording or construction. An item was eliminated if a single judge felt it lacked face validity. The scales were assessed by confirmatory factor analysis (J6reskog and Sorbom 1981). Constructs were purified by deleting items that did not load in excess of .30 (Green 1978) . The scale items retained for analyses are listed in the Appendix. All scale items were significant indicators (t > 2.326) of their respective constructs. The reliability for the constructs ranges from .69 to .82 and is acceptable for research purposes (Nunnally 1978) .
Respondents were asked whether their organization had a code of ethical conduct; responses were yes, no, or don't know. The fact that all respondents answered either yes or no suggests that they understood the question. Those responding yes were asked whether they perceived that the code was enforced; again, all respondents answered either yes or no.
RESULTS
The models were examined by multiple regression analysis. The criterion variable was ethical behavior; the predictor variables were formalization, centralization, controls, acceptance of authority, existence of an ethical code, and enforcement of an ethical code. One additional predictor variable, sex of respondent, was included in the models because of the differences in percentages of women and men across the organizations. Additionally, several studies indicate that women have more ethical concerns than men (Beltramini, Peterson, and Kozmetsky 1984; Ricklets 1983).
The results are summarized in Table 1 The existence of an ethical code and higher levels of formalization are related significantly to greater perceived ethical behavior in all three types of organizations. Centralization is related to higher perceived ethical behavior in research firms, but is not related significantly to ethical behavior in the other two models. Enforcement of ethical codes is related to higher ethical behavior of data subcontractors and research firms, but is not related significantly to ethical behavior for corporate researchers. Acceptance of authority and controls are not related significantly to perceived ethical behavior in any of the models.
The sex of the respondent was included in the model because of the differences in the distribution of this variable across the three types of research organizations. The results suggest that respondents' sex explains the most variance (8%) in the data subcontractor model; nearly 86% of the data subcontractors responding were women. In comparison with men, women report significantly higher levels of ethical behavior in this model. Sex of the respondent also is related significantly to ethical behavior for research firms. Again, women report higher levels of ethical behavior. The repondents' sex is not related significantly to ethical behavior in the model for corporate researchers.
DISCUSSION AND IMPLICATIONS
A significant finding of our study is that bureaucratic structure explains different amounts of variance in ethical behavior across the three major types of marketing research organizations. Additionally, respondents' sex is a significant predictor of ethical behavior in two of the research organizations, data subcontractors and research firms. The predictors we used explain the most variance in the data subcontractor model. Bureaucratic structure and respondents' sex explain the least variance in the corporate research department model; respondents' sex is not related significantly to ethical behavior of researchers in corporate research departments. The amount of variance explained for research firms is between these two extremes, with respondents' sex significantly related to ethical behavior in this model. For all three organizations, the more respondents perceived bureaucratic structuring in their organizations, the higher the level of reported ethical behavior.
Our findings are similar to the two-communities metaphor phenomenon that Deshpande and Zaltman (1984) identified in marketing manager/marketing researcher interactions. The three types of research organizations we investigated probably operate in different organizational environments, each with different reward systems and conflicting ethical philosophies. Possibly marketing researchers in corporate research departments are results-oriented, using teleological moral philosophies with more freedom to make decisions; therefore, the bureaucratic model does not explain ethical decision making as well for corporate research departments as it does for the other two types of organizations. Research firms have some of the characteristics of both corporate research departments and data subcontractors because of their unique relationship with both of these types of organizations. Hence it is not surprising that the proportion of variance explained for marketing research firms is between the proportions found for the other two types of research organizations. Data subcontractors abide by a set of rules or standards and follow specific instructions in performing assigned tasks; therefore, they probably use deontological moral philosophies in their work environment.
The findings indicate that women report more ethical behavior than men for two types of organizations in our study. A Gallup poll found that women consistently report having higher levels of ethical behavior than men (Ricklets 1983 ). An interpretation in one study that found women students more ethically concerned than men was that "the increasing participation of females in the workforce will have a significant impact on what we consider ethical business practices" (Beltramini, Peterson, and Kozmetsky 1984). As the ratio of women in marketing research organizations increases, ethical behavior should improve.
The relationships found between formalization and ethical behavior in all three types of organizations provide some insights to improving marketing research ethics. Marketing research organizations can encourage ethical behavior through formal statements of policies, rewards, and punishments. In the absence of formalized standards and rules, the acceptability of various activities and procedures across the marketing research industry is ambiguous. All parties may indeed believe they are making ethical decisions, but use different ethical frameworks for decision making. This situation is conducive to mistrust and ethical conflict between organizations.
The findings suggest that the existence and enforcement of codes of ethics are associated with higher levels of ethical behavior. Possibly codes of ethics, the most obvious device to improve ethical behavior, have not been fully utilized. The AMA and the MRA recently have revised their codes. The efforts of these organizations should help members develop codes that can be implemented at the organizational level. In addition, the AMA and MRA should examine the success of the National Advertising Review Board (NARB), as well as other trade groups, in developing and implementing meaningful administrative procedures to enforce ethical behavior.
Top managers have the opportunity to structure the organization's bureaucracy and to enforce ethical policies within the company. If organizations implement ethical codes and develop more understanding about the impact of bureaucratic structure on ethical behavior, the environment for ethical practice in marketing research should improve. 
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